Design/methodology/approach
Based on a synthesis of shopping experience literature from various fields including marketing, consumer behavior, textiles and clothing, and psychology, the present conceptual paper integrates components of both the hedonic experience related Consciousness-EmotionValue model (Holbrook, 1986) and the utilitarian experience related Cognition-Affect-Behavior model (Fishbein & Ajzen, 1975) . In this paper (a) articles crossing hedonic and utilitarian boundaries are briefly presented and (b) the array of variables used in empirical studies of shopping experience, with an emphasis on brick-and-mortar shopping experiences, are synthesized for each component of the framework (See Figure 1) .
Findings/value/implications
The resulting framework is an inclusive overarching structure that explains the consumer shopping experience. This framework is useful for both academia and industry. It may help orient academics to the diverse body of existing shopping experience literature and help researchers develop empirical studies blurring hedonic and utilitarian boundaries of consumer experience. For industry professionals, it may be used to guide development of successful shopping experiences. The present paper does not provide empirical testing of the proposed framework. However, the paper suggests directions for future research, including empirically examining the framework's structural relationships.
